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Environmental advertising allows reach consumers where an enterprise can make a direct impact on brand preference. All environmental advertising consistent with environmental regulations and mandatory programmes and should conform to the principles of fair competition, as generally accepted in business. No advertisements or claims should be such as to impair public confidence in the efforts made by the business community to improve its ecological performance.
1. Honesty- advertisements should be so framed as not to abuse consumers' concern for the environment, or exploit their lack of environmental knowledge.
2. Environmental behaviour- advertisements should not appear to approve or encourage actions which contravene the law, self-regulating codes or generally accepted standards of environmentally responsible behaviour.
3. Truthful presentation- advertisements should not contain any statement or presentation likely to mislead consumers in any way about the environmental aspects or advantages of products, or about the actions being taken by the advertiser in favour of the environment. Expressions such as "environmentally friendly" or "ecologically safe" implying that a product or activity has no impact - or only a positive impact - on the environment should not be used unless a very high standard of proof is available.
4. Scientific research - advertisements should only use technical demonstrations or scientific findings about environmental impact, when backed by serious scientific work. Environmental or scientific terminology is acceptable provided it is relevant and used in a way that can be understood by consumers.
5. Testimonials - in view of the rapid developments in environmental science and technology, particular care should be taken to ensure that, when testimonials or endorsements are used to support an environmental claim in an advertisement, changes in product formulation or market circumstances have not made the testimonial out of date.
6. Superiority- environmental superiority over competitors can only be claimed when a significant advantage can be demonstrated. Claims in relation to competitive products, when based on the absence of a harmful ingredient or a damaging effect, are only acceptable when other products in the category do include the ingredient or cause the effect.
7. Product ingredients and elements - environmental claims should not imply that they relate to more stages of a product-life cycle, or to more properties of a product, than justified and should where necessary clearly indicate to which stage or which property they refer. When advertisements refer to the reduction of ingredients or elements having a negative environmental impact, it must be clear what has been reduced. 
8. Signs and symbols - environmental signs or symbols should only be used in an advertisement when the source of these signs or symbols is clearly indicated, and there is no confusion over the meaning. Such signs and symbols should not falsely suggest official approval.
Some of the assumptions about environmental advertising claims are: 
8.1 Recycled - product should not be labeled recycled unless it is made of materials that were "diverted from the solid waste stream for use as raw materials in the manufacture or assembly of a new product or package." But this term has been widely abused. Some products labeled as recycled are made from reconditioned or reused parts or are made from industrial scraps that would normally be reused anyway. Some products that contain only 10 percent waste material and 90 percent virgin material will claim to be recycled. 
8.2 Ozone friendly - some products that may not contain any ozone-destroying chemicals may contain volatile organic compounds that, when released into the atmosphere, can cause photochemical smog. 
8.3 Biodegradable - probably no term has been as abused as this one. To decompose, most materials must be in contact with the elements - sunlight, air, wind and water. Since most plastic trash bags are disposed of in a landfill, cut off from the elements, this claim is quite deceptive
8.4 Phosphate free - phosphates are organic compounds that create problems when they reach bodies of water. Many cleaners that declare themselves to be phosphate-free still contain other harmful chemicals. 
8.5 Organic - organic farmers are allowed to use a genetically altered bacteria on their crops to control insects.
8.6 Fat-free - some products contain Olestra, a new no-fat cooking oil. Olestra may cause abdominal cramping and loose stools. Olestra inhibits absorption of some vitamins and other nutrients. Vitamins A, D, E and K have been added
8.6 Non-toxic - the most environmentally sensitive cleaner made by a very reputable company, still carries the warning, "Caution: eye irritant, harmful if swallowed, keep out of reach of children, contact a physician immediately." 
8.7 Cruelty free - the finished product itself may not have been tested on animals, but without doing some research, you really don't know if all the components of the product were also made without animal testing. 
9. Waste collection recycling and disposal- environmental claims referring to waste separation, collection, processing or disposal are acceptable provided that the recommended method of collection, processing or disposal is generally accepted or sufficiently available, or the extent of availability is accurately described.
10. Substantiation - descriptions, claims or illustrations relating to verifiable facts should be capable of substantiation. Advertisers should have such substantiation available so that they can produce evidence without delay to the self-regulatory bodies.
Environmental advertising can create unique opportunities to maximize messages and sponsorships. Advertising creates branded entertainment and environmental designs that attract customers and leave a positive message.


